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Abstract
Today the significance of designing, producing and implementing of a project is increasing day by day both in industry and in 
universities. Moreover, entrepreneurship is also attracting more attention than ever as a rapidly growing and constantly changing 
discipline. Thus, it is necessary to develop the ability to design and manage innovative projects and having the entrepreneurial 
mind for continuous improvement. Creativity and innovation has an important role on the entrepreneurial success especially in
fashion industry. The fashion industry, with its seasonal cyclic demand, requires intense creativity over a short time cycle that 
repeats every three months. Such intensity in today’s global economy, relies on creativity and innovation of products and 
processes. Innovation is an essential element in enterprises by creating new business activity and ensuring survival. Generally, 
entrepreneurs who are succeed and sustain accomplishment in fashion industry, have opposed to existing ideas, norms, values 
and business practices. In this context, the objective of this study is to investigate the case of Vakko, the most last standing and 
innovative fashion brand in Turkey, by considering innovations that has been aimed to submit and Vakko Esmod collaboration 
they have built up. The introductory part of the study elaborates two dimensions of “creativity and innovation” in the fashion 
industry. In the second part, innovation oriented entrepreneurship is evaluated  and in the third part, creativity process  in fashion 
industry is  highlighted. In the last part of the study, the case of Vakko and Vakko Esmod collaboration are investigated by 
considering the fashion brand’s innovativeness and historical creativity process.
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1. Introduction
In the fashion sector, innovation is a continuous and almost infinite process; the emphasis should be on the 
necessity of innovation as a devise of competitiveness for a fashion business. In the field of product innovation, the 
market is always looking for new products. Universities continuously develop new inventions and strive hard to 
commercialize their new technologies. Success still depends on the business model, marketing and finance which 
must involve industrial partners in management (Yu, Fan, Harlock & Ng, 2006). According to Robert Hisrich 
“successful companies continually innovate and the entrepreneur needs to understand product innovations and 
process innovation” (Hisrich, 2004). Tomorrow’s competitive advantage will be different from today’s…the real 
focus for the companies is the opportunity to compete for the future” (Hamel & Prahaland, 1991). The new game is 
about more efficency and innovation (Prahalad & Krishnan, 2008). Innovation is an essential element in enterprises 
by creating new business activity, in generating growth and ensuring survival for an existing business in order to 
gain a competitive edge. However, the point is that innovation is driven by creative and enterprising individuals and 
does not occur spontaneously (Lowe&Mariott, 2006). Today, the business of fashion requires sophisticated 
management techniques in addition to a high level of creativity and innovation (Okonkwo, 2007). There are two 
dimensions of “creativity and innovation” in the fashion industry. The former concerns product innovation related 
to the creativity of fashion/textile designers that is important to create stronger international brands and world-
leading, competitive products (Ünay & Zehir, 2012).The second dimension concerns innovation on “business 
operations”, the use of PR and marketing techniques, supply chain management etc. (Maidique,1980). In this 
dimension, “ Innovation is a process of creating, experimenting, transforming not only what is offered but the way 
in which it is offered – “the business model”. (Lowe & Mariott, 2006).
2. Innovation Oriented Entrepreneurship: Fashion Industry
Throughout the history of fashion, many inventions have gone through a successful innovation process and 
were widely marketed thanks to good functionality and the ability to create value. Innovation is definitely important 
for the future development of fashion industry in the form of competitive businesses. Over time, the   entrepreneurs’ 
role in the economy and their contribution to economic change, as well as their creativity, innovation, 
entrepreneurial and managerial aspects changed (Lowe & Mariott, 2006). Fashion brands for their part strive for 
innovation, differentiation and appeal. This is because the fashion business is essentially a forward-thinking sector 
and one of the core characteristics of fashion brands is innovation which has been an essential aspect of fashion 
business for centuries (Okonkwo, 2007). Drucker defines “innovation’ as the specific tool of entrepreneurs, through 
which they exploit change as an opportunity (which is the source of innovation) for a different business or service”
(Drucker, 1985). Innovation is also about “new processes and new ways of doing things” that may not be obvious to 
customers but add significant value in delivering the services and products that customers require (Kellogg, 2002).  
One of the tenets of entrepreneurship is the ability to create new and useful ideas that solve the problems and 
challenges people face every day. Entrepreneurs achieve success by creating value in the marketplace when they 
combine resources in new and different ways to gain a competitive edge over rivals (Scarborough and Zimmerer, 
2005). Innovation occurs after a considerable time following an invention that is the solution to a problem; 
innovation is the commercially successful application of the solution (Clipson,1991).The traditional view of 
innovation is that strategies must be developed and processes and systems established to encourage the generation of 
new or improved products, services, processes and ideas necessary for organizational growth and development
(Kellogg, 2002). Joseph Schumpeter placed the entrepreneur at the centre of the growth process (Best, 2001). 
Entrepreneurs can create value in a number of ways – inventing new products and services, developing new 
technology, discovering new knowledge, improving existing products, or services, finding different ways of 
providing more goods and services with fewer resources, and many others. Indeed, finding new ways of satisfying 
customers’ needs, inventing new products and services, putting together existing ideas in new and different ways,
and creating new twists on existing products and services are hallmarks of the entrepreneur (Scarborough &
Zimmerer, 2005). There is a link with creativity and innovation with new markets, products, processes and 
technology. Entrepreneurship involves competitive actions to win the market, acting to exploit opportunities and 
actors to bear risks (Ulijn & Brown, 2004). Considering a company operating in the fashion industry, forced 
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innovation is fundamental because the innovation ingredient is necessary to relaunch, recreate and rethink at the 
whole organizational level (Maramotti, 2000). As fashion historians mention, sometimes one creative, entrepreneur 
or designer could change the world and fashion history trends, because of his/her impact on corporate culture, 
organizational competence, and innovation management. On the other hand, corporate entrepreneurial behavior has 
also been recognized as necessity for creating continuous innovation and achieving competitive advantage in 
dynamic markets (Miller & Friesen, 1983; Covin & Slevin, 1991; Lumpkin & Dess,1996; Antoncic & Hisrich,
2003) and building organizational capabilities that allow a firm to create the capacity for continuous innovation 
(Prahalad & Krishnan, 2008). As Michael Porter emphasized by highlighting entrepreneurial edge that today the 
way to create competitive advantage is innovation (Gibson, 1998). The innovation oriented entrepreneurship is 
emphasized by Davidsson: “Entrepreneurship is a process of exploiting opportunities that exist in the environment 
or that are created through innovation in an attempt to create value. It often includes the creation and management of 
new business ventures by an individual or a team” (Ulijin & Brown, 2004). The common aspects of entrepreneurs 
and innovators’ creativeness occurs in diverse areas, such as design, science, technology, the arts and organizational 
development and they work for many different types of organizations (Lowe & Mariott, 2006). Creativity has to be 
part of a system or structure, if we want it to be a useful instrument in helping us to understand or improve our social 
and physical environment (Jung, 1971). Entrepreneurship is the result of a disciplined, systematic process of 
applying creativity and innovation to needs and opportunities in the marketplace. It involves applying focused 
strategies to new ideas and new insights to create a product or a service that satisfies customers’ needs and solves 
their problems. It is much more than random, disjointed tinkering with a new gadget. Millions of people come up 
with creative ideas for new and different products and services; most of them, never do anything with them. 
Entrepreneurs are those who connect their creative ideas with the purposeful action and structure of a business. 
Thus, successful entrepreneurship is a constant process that relies on creativity, innovation and application in the 
marketplace (Scarborough & Zimmerer, 2005).
3. Creativity Process in Fashion Industry
The terms creativity and innovation are often used interchangeably in the academic literature, apparently 
because researchers in creativity and in innovation come from different backgrounds and fail to make the necessary 
convergence. The field of creativity is closer to the behavioural sciences (like psychology and education) while 
researchers in the field of innovation come from areas related to management, economics, public administration or 
political science. Therefore, depending on the origins, both terms have been used with similar or different meanings, 
often contradicting each other (Soussa, Pellissier & Monteiro, 2012). Creativity is the ability to develop new ideas 
and to discover new ways of looking at problems and opportunities. Innovation is the ability to apply creative 
solutions to those problems and opportunities to enhance or enrich people’s life. Harvard’s Theodore Levitt says that 
creativity is thinking new things, and innovation is doing new things. In short, entrepreneurs succeed by thinking 
and doing new things or old things in new ways. Simply having a great new idea is not enough; transforming the 
idea into a tangible product, service or business venture is the essential next step (Scarborough & Zimmerer, 2005).
Envisaged as a sort of persuasive communication, in which the creator is the source, the original product is the 
message, and the judge or audience is the recipient (Kasof, 1999; Csikszentmihalyi, 1999). Therefore creativity 
enters the broad domain of exceptional personal influence (Sawyer, 1998; Simonton, 1995), the social processes of 
the making of a reputation (Ludwig, 1995), or the processes underlying the capacity to shift roles, in which the 
creator develops a dialogue with his or her work, anticipating the audience’s reaction (Stein, 1993). As the product 
of that communication process, creativity appears connected to what is perceived as new by someone other than its 
originator, or as the putting to use of an idea (Kanter, 1983; West & Farr, 1990), in the domains of production, 
adoption, implementation, diffusion, or commercialization of creations (Rogers, 1983; Spence, 1994). Creativity 
seems then to acquire its full meaning as a process of communication between the creator (or the product) and the 
judges or audience (hetero-attributed), or between the creator and the product (self-attributed). Innovation seems to 
be more appropriate to designate the resulting attribution made by the audience a propos the product, as depicted in 
Figure 1(Soussa, Pellissier and Monteiro, 2012).
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Fig.1. Creativity as a construct
In the last decade the terms “creativity,” “creative class” and “creative industries” have affirmed themselves 
in academic and policy discourses across the world. (Pike, 2011; Arvidsson & Niessen, 2015). Organizations
cannot survive, sustain their market position or increase their market share without developing new capabilities 
(Grant, 1996; Mohrman et al., 2006). Developing creativity is a critical capability needed to sustain 
competitiveness within a variety of industries. The fashion design industry, with its seasonal cyclic demand, 
requires intense creativity over a short time cycle that repeats every three months…The fashion industry is a 
knowledge intensive industry that is dependent on the continuous development of new capabilities, such as 
creativity. The nature of this industry and its customers forces companies to create new materials and products in 
rapid cycles four times a year – the seasonally driven cycle – and for different age groups. Companies tend to 
address this level of customer pressure by developing design and management processes that support continuous 
creativity (Cirella & Shani, 2012). Although creative ideas may appear to strike as suddenly as a bolt of lightning, 








1.Preparation This step involves getting the mind ready for creative thinking. Preparation might include a formal 
education, on- the- job training, work experience and taking advantage of other learning opportunities. This 
training provides a foundation on which to build creativity and innovation.
2.Investigation  This step requires developing a solid understanding of the problem, situation, or decision at hand. 
To create new ideas and concepts in a particular field, an individual must study the problem and understand its 
basic components. Creative thinking comes about when people make careful observations of the world around 
them and then investigate the way things work (or fail to work).
3.Transformation  involves viewing the similarities and the differences in the information collected. This phase 
requires two types of thinking: convergent and divergent. Convergent thinking is the ability to see the   
similarities and the connections among various data and events. Divergent thinking is the ability to see 
differences  among various data and events.
4.Incubation  The subconscious needs time to reflect on the information collected. To an observer, this phase of 
the creative process would be quite boring: it looks as though nothing is happening! In fact, during this phase, it 
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may appear that the creative person is loafing! Incubation occurs while the individual s away from the problem, 
often engaging in some totally unrelated activity.
5.Illumination This phase of the creative process occurs at some point during the incubation stage when a 
spontaneous breakthrough causes “the lightbulb to go on”. It make take after five minutes - or five years. In the 
illuminaton  stage, all of the previous  stages come together  to produce the “Euraka Factor”- the creation of the 
innovative idea. “In one study of 200 scientists, 80 percent said that at least once a solution to a problem had just 
“popped into their heads”- usually when they were away the problem”(Bagne, 1994).
6.Verification Validating the idea as accurate and useful, for entrepreneurs, may include conducting  experiments, 
running simulations, test marketing a product or service, establishing small- scale pilot programs, building 
prototypes, and many other activities designed to verify that the new idea will work and  is practical to 
implement. The goal is to subject the innovative idea to the test of cold, hard reality. At this phase, appropriate 
questions to ask include:
x Is it really a better solution to a particular problem or opportunity? Sometimes an idea that appears to have
a bright future in the lab or on paper dims considerably when put to the teat of reliability.
xWill it work?
x Is there a need for it?
x If so, what is the best application of this idea in the marketplace?
xDoes this product or service idea fit into our core competencies?
xHow much will it cost to produce or to provide?
xCan we sell it at a reasonable price that will produce adequate sales, profit, and return on investment for
our business?
7. Implementation The focus of this step is to transform the idea into reality. Plenty of people come up with 
creative ideas for promising new products and services, but most never take them beyond the idea stage. What 
sets entrepreneurs apart is that they act on their ideas. An entrepreneur’s philosophy is “ready, aim, fire”, not 
“ready, aim, aim, aim, aim,…”.
4. Producing for Those Who Want the Best: The Case of Vakko
Organizations cannot survive, sustain, their market position or increase their market share without 
developing new capabilities (Grant, 1996; Mohrman et al, 2006). Studies across industries and nations have 
identified the importance of continuously developing new capabilities (Dosi et al.,2000; Henry & Johnston, 
2007). Especially, “the fashion industry is a knowledge intensive industry that is dependent on the continuous 
development of new capabilities, such as creativity. The nature of this industry and its customers forces 
companies to create new materials and products in rapid cycles four times a year -the seasonally driven cycle- and 
for different age groups. Companies tend to address this level of customer pressure by developing design and 
management processes that support continuous creativity (Cirella & Shani, 2012) and innovation. In this context; 
Vakko, the most long standing and innovative fashion brand of Turkey is selected as a case study to analyse its 
innovativeness and creativity potential. Corporate historical information about Vakko has been obtained from the 
organization, organization's website, Vakko Esmod Istanbul and the corporate books which have been published 
and in this section.
Vakko’s history lies to an extent in Turkey’s modernization after becoming  a Republic, its acceptance of 
Western aesthetics, values and changes, development  in luxury, and smartness in a word  its the history of 
fashion. The evolution in dress code, “westernization”, “urbanization” the developments in textiles and the ready 
wear industries… Vakko all along this adventure has not only been the leader of change in ready wear but has 
been the symbolic and leading brand behind an ever changing mentality. Vakko, Turkey’s leading fashion house, 
started out as a small hat shop called ³ùHQùDSND´0HUU\+DWVWKDW9LWDOL+DNNRIRXQGHGLQ Hakko says 
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that “in my generation many businessmen claim that they started out from zero; I started out even lower than that. 
I came from a family that wasn’t wealthy. While Turkey was forming itself as a new republic, I lived through 
difficult times. Trying to sell clothing to people at a time when they couldn’t easily find food to eat, was not an 
easy task. However life was changing in Turkey. The rules regarding clothing were changed with a revolution. 
There was a need for people who could design a whole new wardrobe, in fact someone who would create a whole 
new demand” (Hakko, 2010). 6RRQ ³ùHQùDSND´ WXUQHG LQWR9DNNRDQG VWDUWHGSURGXFLQJVFDUYHV LQ WKH ODWHVW
fashion, using Turkish silk, cotton and wool. These scarves were the fruit of a decision to make only the best for 
the customers who demanded only the best. Hakko says that “When I look back at those years, I can see that we 
made the right moves at the right time. Following the Turkish women’s attempt to dress like European women, 
we started fashionable hats at an affordable prices, later came scarves. After a short time, in order to guarantee the 
quality of the products that we were selling under the Vakko label, we switched our focus to production. We call 
this “A Brand’s honour”. We realised that the only way to protect the honour of our brand was to manufacture our 
own products” (Hakko, 2010). From that day on, Vakko scarves have represented the principles of which Vakko’s 
LPDJHLVDV\PERO,Q9DNNRRSHQHG7XUNH\¶VILUVWVFDUISULQWLQJDQGG\LQJZRUNVKRSLQ.XUWXOXúøVWDQEXO
With the slogan of “Fashion is Vakko”, Vakko aimed to become a leader in its field. In 1955, Vakko put on 
7XUNH\¶VILUVWIDVKLRQVKRZ,QWKHILUVW9DNNRIDVKLRQVKRSZDVRSHQHGLQ%H\R÷OXøVWDQEXO$WWKHWLPH
this new Vakko shop was the largest in Turkey and offered customers unrivaled customer service. This shop was 
the first in Turkey to operate using a no bargaining policy, sales periods and would readily accept returns. This 
forward thinking moved by Vakko, revolutionized the retail sector in Turkey. In 1969, Vakko moved to its new 
40,000 m² factory LQ0HUWHUøVWDQEXO7KHSUHsence of priceless works of art all over the factory as well as within 
the factory’s art gallery highlights Vakko’s passion and support for the arts and culture. In 1982, Vakko’s younger 
brand aimed at the country’s youth -Vakkorama- comes to life. Its first store is opened in Taksim øVWDQEXODQG
played host to a variety of activities ranging from art to music and sport. This cements the Vakkorama Taksim 
store as a center for the ever growing youth. In 1989, for the first time in Turkey, a fashion house began the 
production of its own chocolate collection. In 1990, Vakko adds another first to its name by becoming the first 
fashion house in Turkey to have its own perfume. Katia, V de Vakko and Piu Piu were created. In 1998, Vakko 
went public with its IPO and Vakko Espace was  founded with an aim to add the Vakko touch to events and 
organizations ranging from world summits to birthdays to weddings  and much more. In 2000, The Vakko Golf 
Cup was organized for the first time. In 2001, Vakko Wedding , a new wedding concept store, opened its doors to 
WKH SXEOLF 7KH ³0\ /LIH LV 9DNNR´ PXVHXP RSHQHG RQ WKH IORRU RI WKH 9DNNR %H\R÷OX VKRS ,Q  WKH
menswear brand “W Collection” was born. In 2003, Vakko Boutiques were opened in Frankfurt and Hamburg 
showing Vakko’s presence in Europe. In 2004, Vakkorama H2O, Vakko Card and Vakko Gift Card were 
launched. In 2008, Vakko Manufacturing Center – Esenyurt equipped with latest manufacturing technology and 
built on a 33,000 m² area was opened. In 2010, Vakko’s new administration building Vakko Fashion Center was
RSHQHG LQ1DNNDúWHSH øVWDQEXODQG(VPRG øVWDQEXOEcole Superieure des Arts et des Techniques de la Moda, 
opened its doors   to Turkish students. 
4.1. Bring up New Generations to Create the Future Fashion Industry in Turkey: Vakko Esmod Fashion Academy 
in Turkey  
As in other industries, the most important future trend is collaboration between firms (Prahalad &
Krishnan, 2008) in fashion industry. Vakko, the most long standing fashion brand of Turkey, is preparing the 
future of the fashion industry in Turkey by meeting in Istanbul the most long standing and effective global fashion 
school Esmod. Esmod being established in Paris in 1841 and having the quality of being the first fashion school 
of the world, is putting in practice her concept of training leading the development of the fashion and textile 
sector worldwide not forgetting the sale factor while encouraging the creativity with the collaboration of Vakko 
Esmod. Having created a difference in the world with her training programs in an international level covering all 
the fashion domains Esmod, is also offering within the context of the trainings performed in Istanbul with the 
collaboration of Vakko, beside the fashion design training, certificate programs in styling, fashion management, 
individual brand creation, purchasing and accessory design. 9DNNR(VPRGøVWDQEXOVXSSRUWLQJDOVRDW WKH VDPH
time the theoretical trainings with industry focused projects, intensifies with this context the technical trainings 
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performed by an expert staff of trainers formed by sector professionals with projects based to the application 
realized in the Vakko Fashion and Production Centers. The doors of Vakko Fashion Center and Vakko Production 
Facility are open to Vakko Esmod Fashion Academy students during the duration of their education. Vakko 
Esmod Fashion Academy students find the opportunity to do observation regarding how the industry works in the 
general sense in a privileged environment of the Vakko building which has been awarded for its architectural 
design and where the fashion meets the art. Inside the building, the students have the chance to attend to the 
seminars held in the 180 people capacity auditorium and they get to use the rich archive of the Vitali Hakko 
Creative Industrial Library founded in 2011 for extending their researches for their fashion and design related 
projects and for preparation of their inspirational boards before starting their own collections. Being aware that 
“Creative Industries” make a difference in global competition and contribute to the cultural relations between 
societies, Vakko has once more played a precursor role to stir the potential of Turkey in this new and important 
concept as Vakko believes in the opportunities that these industries will create and ever increasing importance of 
Turkey and Istanbul. The library shares books on creative industries such as fashion, painting, design, 
photography, cinema and music published by the world’s select publishers with the society, all the creative people 
and  youth of this country. Vakko Esmod Fashion Academy which bases its theoratical education supported by 
projects that needs practical applications offers a program that gives detailed information regarding every step of 
the production by providing support from the highly technological Vakko Production Facility. The students get 
the possibility to know the printing and apparel manufacturing ateliers that will give them detailed knowledge 
about the ready to wear sector. 
5. Conclusion
With globalization, the extent of competition is increasing rapidly in the fashion industry. In these 
conditions, enterprises need innovation to be more efficient and productive, as well as to offer what is expected 
from them because of the speed in the nature of the fashion industry. This has caused innovation to be one of the 
most significant field in today’s economy. Creativity is the main factor for innovation, which can refer to the 
properties of the product and process. In this study, seven steps of creativity process is examined. The last step of 
creativity process is implementation of an idea. The focus of the entrepreneur is to transform the creative idea into 
reality for the occurrence of innovation. For this reason, innovation will prevent enterprises from being the same 
and also make them one step ahead. Innovation oriented entrepreneurship is a process of making use of 
opportunities that is situated in the environment or that are produced through innovation in an attempt to create 
value. In this study, Vakko, the brand that creates value in the fashion industry in Turkey, is selected as a case 
study to investigate its creative process for being innovative. Vakko, which has a brand name in fashion, has 
achieved many initiatives in the name of modern retailing and customer satisfaction. Vakko is a determinant 
brand for customers who want to have the best. In 1962, with a very special store in Beyoglu, Vakko entered the 
retail sector. With this store, Vakko exchanged the prevalent garment habits in Turkey for a completely new 
concept. Furthermore, in that period it was not only the biggest store in the country, but it also offered high 
quality and high customer service to Turkish customers. Through this store, customers in Turkey experienced 
“retail without bargaining”, “sale days on special days” “a refund/exchange system” for the first time. Vakko 
ensures the continuity of its own concepts, achieves customer satisfaction and increases its performance. Vakko 
Esmod collaboration, Vakko Esmod Fashion Academy, aiming to train up creators with high design culture and 
brand concept adopting the fashion as lifestyle in Turkey, targets to prepare her students to the business world 
from the first day by realizing close studies with the industry and to prepare them to the fashion career as 
successful professionals following closely the developments in the sector, evaluating correctly the customers 
requests and getting oriented correctly to their brand. Consequently, this study has examined innovation oriented
entrepreneurship as a competition tool and significance of its management in the sophisticated fashion business.
At the same time, the present study represents a significance and original contribution that investigates the 
relationship between creativity, innovation and innovation oriented entrepreneurship as competitive advantage in 
fashion industry by examining a case in Turkey. Future research should be done in a broader array of prosperous 
cases by analyzing in different entrepreneurship cultures and in varied countries and these cases can be compared
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by testing various qualitative and quantitative methods. In this way, fashion business can provide technical and
managerial intelligence and spread positive effects of economic and social effectiveness in their own countries 
and between the countries that make cooperation.  
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